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GCl
GCl should not invest in Clubhouse — Competitors are better -
placed, active monthly users on Clubhouse falling sharply

INVESTMENT RECOMMENDATION

If Clubhouse sticks around, its success
will be bound to the quality of its
content, which is still very much in

flux

- Anna Wiener ( The New Yorker), Author- Uncanny Valley
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Stuck In Red Ocean: Clubhouse in deep trouble as users return to
"new" normal post Covid life and competitors are better placed

WHAT IS CLUBHOUSE'S CURRENT SITUATION?

The "new" normal resulted Competitors provide the same
in downfall in users benefit + additional features
O O I I e
70% 150million
Decrease in average monthly Total users of Discord in 2022

users from 56 million in 2019
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Booming Audio Needs, Metaverse, Shrinking Cash Reserves,
Content Moderation drives Clubhouse towards enhancing audio
technology and creating a safe user space

41.7% 1.5 Trillion 2022 38%



In this unpredictable market, Society and Political policies will shape
where Clubhouse goes in the future

HOW MUCH IMPACT AND PROBABILITY DO THE EXTERNAL FACTORS HAVE ON CLUBHOUSE?
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In this unpredictable market, Society and Political policies will

shape where Clubhouse goes in the future

No

Yes

-> Partnering with creators to educate the

need of the audio platform for better
reach.

-> Improved user safety.

-> Growth in customer-base.
-> I[mproved user safety.

-> Partnering with creators to educate
the need of the audio platform for
better reach.

-> Possibility to define a better in-house
regulatory framework

No

-> Growth in customer-base

and independent creators.

-> Possibility to define a better in-
house regulatory framework

Yes



Clubhouse is struggling to find its value proposition when compared
to its competitors

10/18/2022

Y @
00
@S

42 slack

one&o

N
O

Analysis-

In our analysis we found that there are two conditionsthat

a platform must address (Either or both)

* There needsto a be core segment, a community.

* Itneeds to solve a problemor have a purpose in
individual'slife — a value proposition—how many
people will miss it if it disappears.

At the beginning of Covid, Clubhouse was solving a
problem hence it blew up, overnight. It had no committed
userbase (perils of being a generalist). In the post covid
world, it is struggling to re-discover its purpose.



Clubhouse can bridge its privacy and technology gaps to become
the shaper of AaaS (Audio as a Service)

HOW CAN CLUBHOUSE ANALYSE ITS WEAKNESSES AND RISE AGAIN?

e Socialaudio * High Touch Conversationswith  Competitors Clubhouse should
boom the customers for brands (Live * Encryption scale up in the social
* Post covid - Back customer support)  Content media landscape and
to the real world * Social networkingonline moderation move into blue ocean
* Privacy concerns ¢ Professional * No verificationon — become the shaper
Networking Platform users for AaaS and move
* Improved Community beyond it.
Standards
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Clubhouse is in adaptive right now with abundant funding, fierce
competitors and unpredictive market needs

A

@ Red Ocean Renewal
@ Blue Ocean

Adaptive Shaping

Clubhouse can’t predict the
landscape, and it can’t change it.

*+* Unpredictability — High
¢ Malleability — Low
+*»» Harshness — Low

Unpredictability

Classical Visionary

v

Malleability



Clubhouse saw great success in the market first but it’s facing an
unavoidable decline

Initial hit in the markit

*» Influencers/celebrity

s Exclusivity

** Pandemic

10/18/2022

Users leaving Clubhouse

¢ Users leaving after high
burst of downloads
¢ No targeted content

Weekly active users

Valueinflow

Competitive stability
+* Able to improve product *

features due to abundant Clubhouse is in big
funding trouble right now!

** People are leaving but
also new people coming
in

s Competitorimitation
s “New Normal” — people
back to reahllife

** No revenue model
Value stability Value outflow
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Clubhouse should shift to shaping to leverage their current
competitive advantage to find the next blue ocean

A

@ Red Ocean Renewal
@ Blue Ocea

Shaping

z
% Clubhouse can’t predict the
% landscape, but it can change it.
é)_ Classical Visionary ’:’ Unpredic.:t.ability.— high
> ¢ Malleability — High
¢+ Harshness — Low
Malleability "
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It Shapes by Improving Social Audio experience, Diversifying in B2B,
Orchestrate AaaS Ecosystem and moving beyond it in 4 stages.

Stage 1 Stage 2 Stage 3 Stage 4
Seize the Opportunities : Evolve the Model : Lock in Leadership : Sustainable Ecosystem
o :
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8 2023 2024 2025: 2027r>|me
Initiatives: Improve Social Audio g Diversification : Orchestrate : Move Beyond i
: Experience (B2C) : (B2B) : AaaS Ecosystem : AaaS Ecosystem l
LV = v iti : . ) :
Focus | Product Strategy : Leverage competitive : v Ecosystem monetization = v Ecosystem carryover :
: v'  Growth Strategy . advantage 5 PR . Metaverse .
: L - o » v Valuedistribution . ;
| v' Monetization Strategy = v/ Expansionintoblue ocean : = v Portfolio diversification |
i Productiteration, scale up and i . . |
Goals | o P . EPEIE N3 SEEIR AL Offe”r?g Ee Create, deliver and capture value Sustain value I
' maximize short-termrevenue : explore long-term profitability !
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Stage 1: Improving the Social Audio Experience by scaling up and
maximizing short-term revenue

Stage 1 ] Stage 2 . Stage 3 . Stage 4
Seize the Opportunities : Evolve the Model : Lock in Leadership : Sustainable Ecosystem
8 %
o :
e .
n a
© :
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- >
2024 2025 2027[ime
Initiati Improve Social Audio " Diversification - Orchestrate : Move Beyond i
Experience (B2C) : (B2B) : AaaS Ecosystem : AaaS Ecosystem :
Eoe v Product Strategy E Leverage competitive v Ecosystem monetization E v Ecosystem carryover - i
| v’ Growth Strategy advantage : v Valuedistribution Metaverse i
v' Monetization Strategy . Expansioninto blue ocean . = v Portfolio diversification !
Productiteration, scale d i . . . |
Goal ro .uc. reration =L IR SEEI LIS offererg clle Create, deliver and capturevalue = Sustain value :
maximize short-termrevenue : Jexplore long-term profitability . !
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Clubhouse should seize the audio social market opportunity
by positioning well and through a series of marketing events

GROWTH STRATEGY

® Customer segmentation @® Creatorprogram
Target free users in social media market. On-board and retain Creators which pull a
And incisively cater to them with a set younger audience.

hierarchy to expand the business feasibly

@® Happy Hour with the Star ® Clubhouse community
Organize weekly events with celebrities to Come up with new features to help build
allow users to have live conversations with stronger communities for creators and users.
them.

Stage 1
10/18/2022 . i 14
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In the new shaping landscape, we identify the audio only space
to be Clubhouse's differentiation

i Gains
Gain creators

Audio only social platform, Free, Pleasant Ul, make

access to a variety of connections through audio

Products personalized content

Jobs

only, personalized moderated

content Listen to content

& services without screen fatigue,

Social éUdi.O Pains Connect with other
communication Pain relievers Connection issues, different users easily for free,
platform, free Better connectivity, access to platforms for different audio Multitasking
all audio content in one needs like music, audiobooks,
platform, personalized podcasts, not free, sound
content guality, screen fatigue
10/18/2022 SRR 15
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Clubhouse should iterate the product by analyzing user behavior to
provide personalized audio experience

PRODUCT STRATEGY

® Discovery feature ® Focus feature
Algorithm - deploys Al and ML to Back-channel audio (lowers the volume
increase reach for creators and when having a separate conversation with
provide streamlined quality content someone in the room)
to the consumer

® Permanent Curated walls of ® Community standards and content
content moderation
Move away from no posting culture — Create Community standards to protect user
history and memory — this will solve the data through end-to-end encryptions.

problem of accessing content when the
creator is not live

Stage 1
10/18/2022 . . 16
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With Commerce Platforms, Live Experiences, Paid Communities and
Digital Goods, Clubhouse can build a Revenue Model

MONETIZATION STRATEGY

® Commerce Platforms @® \Virtual Live Experience
Enable creators to promote their Facilitated "ticketed" performances and
products through features such as live- shows, one-on-one interactions and
streaming auctions network events, and group meetings

® Interest-Based Paid Communities @ DigitalGoods or In-App Currencies

Provide exclusive resources, expert Charge users for digital goods such as NFT
feedback, and community support for audio clips.
community like aspiring entrepreneurs

10/18/2022 ) SEE . 17
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Stage 2: Clubhouse should jump out of red ocean, identify new
demands in alternative industries and diversity into B2B market

Stage 1 Stage 2 Stage 3 Stage 4
Seize the Opportunities | : Evolve the Model : Lock in Leadership : Sustainable Ecosystem
© | Social media is red ocean! = Look for new demands in
© . L o e . .
v £ = alternative industries! : -
S M : : :
© . a :
z - E
8 28 2025; 2027I'>ime
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Initiativesl Improve Social Audio Orchestrate - Move Beyond |
: Experience (B2C) Aaa$S Ecosystem . AaaS Ecosystem :
I - _/ ___________ - / T q: ______________ qI
Focus I Product Strategy - Leverage competitive v Ecosystem monetization : v Ecosystem carryover - :
I v' Growth Strategy . advantage v Value distribution . Metaverse I
:_ v' Monetization Strategy = v Expansioninto blue ocean = v Portfolio diversification I
et : 4 ittt e S S
P H H I n H n . . I
Goals | rod.uc.t iteration, scale up anc : Expand the scope of offererg. and : e, elfvar e castuTerEE SusiEin e |
I maximize short-termrevenue | = explore long-term profitability I
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Leveraging the competitive advantage, AaaS for Marketing & Sales
and Internal communication could be blue ocean for Clubhouse

HOW COULD CLUBHOUSE MOVE INTO BLUE OCEAN?

® Leverage competitive advantage ® Moveintoblue ocean (B2B)

v’ Strong user base » Marketing & Sales (Subscription)

v’ Superior audio communication » Internal Communication for
experience corporations/small business/education

v Brand image/reputation institution (Subscription)

Audio tech company
* To improve Clubhouse audio experience \YJ vibenomics
* To expand product offering Audio advertising for retailers Speech recognition
* To enter different industries

10/18/2022 Stage 2 19
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Clubhouse should strategize on Marketing & Sales segments by
providing superior audio marketing platform with a large user base

Gain creators Gains
Reach a larger audience
Produ.cts User base and audio to market products Jobs
& services social platform (APP, In Store and Online _
Superior Audio shopping) Market thelr_
only marketing product to the right
platform with a Pain relievers Pains audience
large
user base Targeted customer Not enough targeted
reaCh, affordablllty to reach to customers
advertise

10/18/2022 Stage 2 20
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Clubhouse should further strategize on Internal Communication
segment by offering easily integrable audio platform

Gain creators Gains

Superior audioonly

Products . Easilyintegrable audio-
] platform services that Jobs
& services can be seamlessly only platform to enable
Audio features integrated smooth |r.1ter.nal Seamlessly
and communication add audio-only
technologies Pain relievers Pains platform to
thatcan be the business
connected to Access to audio only Audio Interface that is
apps integrable services hard to integrate

Stage 2
Evolve the Model



Stage 3: Orchestrating AaaS Ecosystem by ecosystem monetization
and value distribution™

Stage 1 Stage 2 Stage 3 Stage 4
Seize the Opportunities : Evolve the Model Lock in Leadership : Sustainable Ecosystem
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. 2023 20 2027|'>ime
e e Improve Social Audio g Diversification Orchestrate ] Move Beyond :
Initiatives: . : . !
! Experience (B2C) : (B2B) AaaS Ecosystem : AaaS Ecosystem |
LV = v iti ; _ :
Focus | Product Strategy : Leverage competitive v Ecosystem monetization : |v Ecosystem carryover |
' v Growth Strategy : advantage A . Metaverse ,
| L : o v Value distribution . ;
' V' Monetization Strategy = v/ Expansion into blue ocean =1V Portfolio diversification |
Goals E Productiteration, scale up and Expand the scope of offering and . _ i
' maximize short-termrevenue @ explore long-term profitability SITCEIES, QEVER el CEIUUIENENE . Sustain value i
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In stage 3, Clubhouse could be the shaper of AaaS by venturing

into various streams to build their value and business around it

KEY PARTNERS KEY ACTIVITIES

Ecosystem
Content Creators Monetization
Twitch Consumer and creator
Audio First Technology retention
companies Expand user base
( Knowable demographically and
Descript geographically
NewsOverAudio Adding new features
BeyondWords
Qcode) KEY RESOURCES
Playstation
Xbox Zero Lag high quality
Audio
User base
Partnerships
Branding
COST STRUCTURE

Data Centers
Employees
Marketing & Sales
Maintenance

VALUE PROPOSITIONS

Superior Audio Quality
Social radio
Intimate Two-way Audio
interaction
Community
High quality contents

Creator Platform

CUSTOMER RELATIONSHIPS

Customer Reviews
FAQ section
Customer service
Blogs

CHANNELS

Apps
Website

REVENUE STREAMS

CUSTOMER SEGMENTS

B2C&B2B
Free Users
Internal communication
for business/corporations
(Sports community,
Gaming,
Education ,
Healthcare)
Marketing & Sales

Tipping content creators
Digital Goods or In-App currencies
Internet based paid communities
Virtual Live experiences
Commerce Tools and Platforms

Subscriptions



Clubhouse should monetize the ecosystem and distribute the
value to capture greater value in the AaaS ecosystem

HOW CAN CLUBHOUSE LOCK IN LEADERSHIP?

® Ecosystem monetization* ® Value distribution*
Partnership programs for creators and Career fairs on audio platforms to learn
easy payments for B2B partners. more about companies to bring more value

to customers/end users.
Capturing its own fair share of the value

by acquiring other players once they
have enough capital.

10/18/2022 _ *Source: BCG Henderson Institute Analysis 24



Stage 4: Moving beyond AaaS Ecosystem and create a sustainable
ecosystem by sustaining value and diversifying even further

Stage 1 Stage 2 Stage 3 Stage 4
Seize the Opportunities : Evolve the Model : Lock in Leadership : Sustainable Ecosystem
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®© .
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Clubhouse here will be strongly placed to monetize its audio service
in adjacent markets and diversify its portfolio.

HOW CAN CLUBHOUSE SUSTAIN VALUE IN STAGE 47

® Ecosystem monetization* ® Portfoliodiversification*
Providing Clubhouse's Superior Audio as Invest in gaming and music industry and
a Service (SAAAS) to partners in the provide better live audio to creators and
metaverse. musicians for live recording and concerts.

» Partner with Smart home/Bluetooth
device/Automotives manufacturers

10/18/2022 _ *Source: BCG Henderson Institute Analysis 26



GCl should not invest in Clubhouse at this moment as competitor(ﬁi-gI
are in a better position and the drop in users is alarming

INVESTMENT RECOMMENDATION i

No Clubhouse!
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Appendix

https://www.newyorker.com/news/letter-from-silicon-valley/in-the-clubhouse
https://podcastmovement.com/podmov/clubhouse-social-audio-losing-talent-downloads/
https://influencermarketinghub.com/clubhouse-stats/
https://entrepreneur-360.com/how-does-clubhouse-make-money-30354
https://www.investopedia.com/articles/economics/08/recession-affecting-business.asp
https://insights.weareeverise.com/4-stats-why-content-and-community-moderation-are-important-for-media-brands
https://www.bcg.com/publications/2022/what-is-your-business-ecosystem-strategy#8
https://www.statista.com/statistics/1221391/most-followed-clubhouse-accounts-worldwide/
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https://www.lyft.com/blog/posts/the-key-to-av-deployment-the-rideshare-network
https://www.newyorker.com/news/letter-from-silicon-valley/in-the-clubhouse
https://podcastmovement.com/podmov/clubhouse-social-audio-losing-talent-downloads/
http://7https:/www.bcg.com/publications/2022/what-is-your-business-ecosystem-strategy
http://8https:/www.statista.com/statistics/1221391/most-followed-clubhouse-accounts-worldwide/

